Objective: Recently, the tobacco industry has focused marketing efforts on young adults through bar and club promotions, such as advertising and distribution of free cigarettes in these settings. This study estimates the fraction of the California young adult population that might be exposed and potentially influenced by these efforts. Design and participants: Data were from 9364 young adult (18-29 years) respondents to the cross sectional population based 2002 California Tobacco Survey. As background, we analysed social smoking (only smoke with other smokers), and enjoyment of smoking while drinking. Our main focus was on bar and club attendance, what was observed in bars and clubs, and how this might differ according to respondents' risk for future smoking. Results: Social smokers comprised 30.0 (2.2)% of all current smokers, including experimenters. Nearly three quarters (74.5 (2.3)%) of current smokers/experimenters said they enjoyed smoking while drinking. About one third (33.8 (1.2)%) of all young adults said they attended bars and clubs at least sometimes; attendance was significantly higher among smokers and those at risk for future smoking. Close to 60% (57.9 (2.2)%) of bar and club attenders reported seeing cigarette advertising and promotions in these settings. Again, smokers and those at risk were more likely to report seeing such advertising and promotions in these settings. Conclusions: About 20% of all young adults and about 30% of those at risk for future smoking (including current smokers) were exposed to tobacco advertising and promotions in bars and clubs. These California results may be conservative, but nonetheless indicate that the group potentially influenced is sizable.
I
n 1998, provisions of the Master Settlement Agreement between leading tobacco companies and US state attorneys general restricted marketing practices demonstrated to appeal to children and adolescents. [1] [2] [3] [4] [5] [6] This development led the tobacco industry to focus more on young adults. There is considerable evidence in tobacco industry documents of extensive research to identify optimal strategies to influence this group. 7 However, there is little information about the exposure of the general young adult population to such strategies, and the present study addresses this issue.
The industry documented that because of the many transitions that occur during young adulthood (for example, leaving home, entering college, the military, or the workforce), people are more open to trying new things and that social environments are important places where this might occur. 7 8 Joining in accepted social activities is part of what young adults do for fun. By making smoking a normal and integral part of the bar and club scene, the tobacco industry can use this important young adult social environment to its advantage to promote smoking. The industry is apparently using other young adult social environments, such as college social events (for example, sorority and fraternity parties) to this purpose as well, and attendance at such events was associated with higher smoking rates in a recent study. 9 Bar and club patrons are supposedly of legal age to drink (21 years), and promotional activities are allowed in ''adults only'' venues. 10 As a measure of the growth of the industry's marketing efforts in bars and clubs, advertisements in the alternative press (popular among young adults) for cigarettes, bar or club promotions and special tobacco company sponsored events increased steadily from only a few to many hundreds a year between 1995 and 1999. 11 Promoting smoking in bars and clubs has further advantages. Drinking might reduce a never smoker's inhibitions about trying a cigarette, a former smoker's resolve to remain a non-smoker, or a social smoker's intent to smoke only a cigarette or two in an evening. 12 Drinking and smoking are activities that often occur together among young people. [13] [14] [15] [16] Also, research suggests that people perceive an added effect from smoking if they consume alcohol at the same time. 16 Finally, a recent animal study suggests that the pairing of alcohol and nicotine dramatically increases nicotine dependence during the adolescent and early adult period but not during the mature adult phases of the life cycle. 17 Given that the tobacco industry is using bars and clubs as venues to promote smoking, it is important to determine what fraction of the young adult population (18-29 years) is exposed and thereby possibly influenced by these marketing efforts. In this article, we use data from the large population based 2002 California Tobacco Survey (CTS) to identify the extent and characteristics of young adult smokers who patronise bars and clubs, and we tabulate what they report seeing in these settings. As background for this endeavour, we present data on the prevalence of ''social smoking'' and the link between drinking and smoking. Social smokers, along with those in the early phases of smoking, and former smokers who are vulnerable to relapse, are of particular concern.
METHODS

Data source
Data were from the 2002 CTS. This population based, random digit dialled household survey is conducted every three years as part of the evaluation of California's tobacco control programme. 18 The 2002 CTS took place from October 2002 through January 2003. Details of the survey methods, the exact wording of the survey questionnaire items, and the survey data are available online. 19 Below we provide a brief description of the particular features of the 2002 CTS that are most relevant to the present study. In responding households (45.7%), a brief interview was conducted with a household adult (18+ years) who enumerated all household residents, providing demographic information, including smoking status, for each resident. All young adults 18-29 years and a random sample of adults 30 years of age and older were selected for an approximately 25 minute extended interview on smoking behaviour, knowledge, and attitudes. A special section of the questionnaire was administered to only the young adult respondents. We report data from 9364 young adults who answered this separate section (overall, 58.6% of those enumerated on the screener instrument). A comparison of those with and without completed interviews revealed that females were more likely to cooperate than males (63% v 54%). Cooperation rates also differed by age group (18-21: 61%; 22-25: 56%; 26-29: 60%), by educational level (did not graduate from high school: 51%; high school graduates: 57%; some college: 61%; college graduates: 63%), and by race/ ethnicity (non-Hispanic white: 63%; Hispanic: 54%; African American: 56%; Asian/Pacific Islanders: 57%). Current smokers were somewhat less likely to cooperate (56%) than former (64%) or never smokers (59%).
Survey items analysed
Smoking status ''Current established smokers'' were defined as persons who had smoked at least 100 cigarettes in their lifetime and who now smoked every day or some days. Non-daily smokers (smoked ''some days'') were asked if they had ever smoked daily in the past for a period of six months or longer. Current daily smokers were asked on average how much they smoked per day and non-daily smokers were asked how many days they smoked in the last month and how many cigarettes they consumed on the days they did smoke. ''Former established smokers'' were defined as having smoked at least 100 cigarettes in their lifetime but presently smoked ''not at all''. They were asked when they quit regular smoking and when they had their last cigarette. Respondents who answered ''no'' to the question about having smoked at least 100 cigarettes in their lifetime, but who indicated that they had smoked a lesser number were considered ''experimenters''. Current experimenters were those who had had a cigarette in the past 30 days or who admitted to smoking ''once in a while''.
Risk for future smoking
Subgroups of non-smokers at risk for future smoking were defined. Former smokers were considered at risk if they had a cigarette in the past year. They were also considered at risk if they had not smoked in the past year but indicated that they thought about smoking and situations in which they might smoke. Experimenters were considered at risk if they were current experimenters, had a cigarette within a year of their current age (for example, if 20 years old, their last cigarette was at age 19 or 20), or did not rule out (answer ''definitely not'') having a cigarette in the next year. Never smokers were considered susceptible or at risk for future smoking if they did not answer ''no'' to a question about trying a cigarette soon or rule out smoking in the next year.
Social smoking
All current smokers and experimenters were asked to agree or disagree with the statement, ''I only smoke when others are smoking''. While we give the percentages of smokers agreeing with this statement for all smoking status subgroups, we subsequently define a social smoker as a ''nondaily'' smoker who only smokes when others are smoking.
Smoking related attitudes/behaviours
Current established smokers and experimenters were asked if they agreed or disagreed with statements about whether they generally bought their own cigarettes, smoked mostly on weekends, thought they could quit any time they wanted, were addicted to cigarettes, and that smoking was harming their health. Current established smokers and current experimenters were asked if they agreed or disagreed with a statement about whether they enjoyed smoking while drinking. All young adults were asked if they had acquired a tobacco promotional item in the past year and whether they would be willing to use one.
Smoking among family and friends
Respondents were asked three questions about smoking among family and friends: ''Among close relatives, do…,'' ''Among close friends, do…,'' ''Among people you party with, do…, (1) all of them smoke, (2) most of them smoke, (3) most of them do not smoke, or (4) do none of them smoke?'' Preliminary analyses indicated that the close relative variable did not correlate with the other two (close friends and people you party with), which were highly correlated with each other. Thus, the latter two were combined by adding the numerical responses and grouping the resulting scale as: (4 = all or most; 5-6 = most not; > 7 = practically none. The first two responses for the relative variable were also combined since few respondents indicated that all of their close relatives smoked.
Bar or club attendance and what was observed
All young adult respondents were asked how often they went to bars or clubs (frequently, sometimes, rarely or never). Young adults who said they attended bars or clubs at least sometimes were asked a series of questions about what they observed. They were asked if they saw people smoking inside the bars or clubs, and whether they saw people smoking just outside the entrance. They were also asked if they had seen cigarette advertisements in bars or clubs on the walls or furniture, or on napkins, coasters or giveaway items, and whether they had seen cigarettes being given away by a tobacco company representative. Finally, they were asked if they had ever attended a bar or club event sponsored by a tobacco company.
Statistical methods
So that valid population estimates could be computed, respondents were assigned weights that account for the probability of their being selected and that adjust for nonresponse. Details of the weighting procedure are available elsewhere. 19 A complex survey design such as the one employed by the CTS requires special variance estimation methods that account for the fact that the sample is not a simple random sample. The CTS data were partitioned into replicate samples (each weighted separately) so that a modified jackknife procedure for variance estimation 20 could be employed. This procedures is available in the SUDAAN statistical package. 21 We provide 95% confidence intervals for all estimates in the text, tables, and figures. Also, statistical procedures from SUDAAN, again based on the jackknife procedure, were used to assess differences among groups (x 2 tests), and examine the demographic and other factors related to bar and club attendance (multiple logistic regression).
RESULTS
In 2002, 18.4 (1.2)% of the California young adult population were current established smokers, 9.0 (0.6)% were former established smokers, 6.8 (0.7)% were current experimenters, 22.5 (0.9)% were former experimenters, and 43.4 (1.3)% were never smokers. Of former established smokers, 59.6 (4.3)% were at risk of smoking again. Altogether, over half of experimenters (52.2 (2.0)%) were at risk to smoke in the future. However, only 9.0 (1.2)% of never smokers were still at risk of smoking in the future. Current established smokers and experimenters, together with the groups of non-smokers at risk for future smoking, accounted for 43.0 (1.2)% of the young adult population 18 to 29 years of age in California.
Before examining who goes to bars and clubs and what is observed in these settings, we provide some background material regarding young adults who say that they smoke only when others are smoking, and the link between smoking and drinking.
Social smoking
In all, 30.0 (2.2)% of all current smokers and experimenters agreed with the statement that they only smoked when others were smoking. As expected, limiting smoking to social settings was related to smoking level. However, a meaningful percentage of moderate to heavy daily smokers (15+ cigarettes/day), 8.9 (3.2)%, said they only smoked when others did. This percentage increased to 17.6 (4.4)% for light daily smokers (, 15 cigarettes/day), to 34.8 (6.0)% for once daily non-daily smokers, to 40.2 (6.2)% for never daily nondaily smokers and to 52.0 (4.9)% for current experimenters.
In table 1 , we restrict the definition of a social smoker to current non-daily smokers (including experimenters) who only smoke when others are smoking, and we compare this group to other non-daily smokers with respect to their demographic profile, smoking behaviour, and attitudes. Data for daily smokers are also presented as a point of reference. There was little difference between social smokers and other non-daily smokers regarding sex, age, race/ethnicity, marital status, or the presence of smokers in their social environment. However, relatively more social smokers were full time college students or college graduates. The profiles of daily smokers were different than the non-daily smokers for most variables.
Social smokers only smoked on average about 23 cigarettes/month, less than one a day, whereas other non-daily smokers averaged 55 cigarettes/month (about 1.8 cigarettes/ day). Compared to other non-daily smokers, social smokers were more likely to be experimenters and to have never smoked regularly or on a daily basis. They were also less likely to buy their own cigarettes, more likely to smoke only on weekends, more likely to think that they could quit anytime they wanted, and less likely to think that they were addicted to cigarettes or that cigarettes were harming their health.
Smoking and drinking
Nearly three quarters (74.5 (2.3)%) of all young adult current smokers (established and experimenters) said they enjoyed smoking while drinking. Daily smokers (86.8 (2.5)%) were more likely than social smokers (69.1 (4.1)%) or other nondaily smokers (61.1 (4.9)%) to indicate this combination.
Bar and club attendance About one third (33.8 (1.2)%) of all young adults indicated that they go to bars and clubs at least sometimes. Table 2 shows the percentages of different subgroups of the young adult population that go to bars and clubs at least sometimes (attenders) and the comparative likelihood of attending derived from a multivariate analysis adjusting for all other variables in the table. Males were more likely than females to go to bars and clubs. Those in the two older age groups (compared to the youngest group) and those with some college experience (compared to those with none) were also more likely to be bar and club attenders. Asian/Pacific Islanders were less likely than non-Hispanic whites to attend bars and clubs. Married or partnered individuals appeared less likely to go to bars or clubs than never married (single) individuals, and even the formerly married were marginally less likely than single individuals to be bar or club attenders.
Young adults with a few relatives but not most or all who smoke were more likely to attend bars and clubs compared to those with no close relatives who smoke. The association of bar and club attendance with friends who smoke was stronger; those reporting that most or all of their friends smoke were most likely to go to bars and clubs. Yet, even those who reported that practically none of their friends smoked were more likely to attend compared to those with no friends who smoked. Bar and club attendance was highly related to smoking status, even after adjustment for the other variables in the model, including the social influences of family and friends' smoking. Never smokers susceptible to smoking were more likely to attend bars and clubs than those committed not to smoke. Experimenters were also more likely to be attenders than committed never smokers, with those susceptible to smoking significantly more likely than those not susceptible to attend bars and clubs. Again, former smokers were more likely to be bar and club attenders than the committed never smokers, and while former smokers vulnerable to relapse appeared somewhat more likely to be attenders, the confidence intervals for these two odds ratios were overlapping. All current smokers showed high rates of bar or club attendance, with social smokers over three times more likely than committed never smokers to go to bars and clubs at least sometimes.
Having or being willing to use a tobacco promotional item was also independently related to bar and club attendance, increasing the odds of bar or club attendance by 37%. Further analyses revealed that current smokers were much more likely than other young adults to have or be willing to use tobacco promotional items (39.7 (2.6)% v 16.0 (1.0)%, respectively, p , 0.001). Just considering non-smokers, bar and club attenders were more receptive to tobacco promotions (23.3 (2.4)%) than those who rarely or never went to bars or clubs (13.2 (0.8)%), p , 0.001). Finally, non-smokers at risk for future smoking were more likely to be receptive (24.1 (2.0)%) than non-smokers not at risk for future smoking (13.5 (1.0)%) p , 0.001).
What was observed in bars and clubs
Of those who attended bars and clubs at least sometimes, 41.7 (2.1)% reported seeing cigarette advertisements on the walls or furniture, 36.5 (2.0)% reported seeing them on napkins, coasters or giveaway items, and 15.4 (1.6)% saw tobacco company representatives handing out free cigarette samples. Overall, 57.9 (2.2)% of bar and club attenders reported observing at least one of these advertising and promotional practices. Figure 1 reports the percentages seeing the various advertising and promotions in bars clubs according to whether the respondent was a non-smoker not at risk for future smoking, a non-smoker at risk, a social smoker, or another current smoker. Compared to non-smokers not at risk, non-smokers at risk and smokers showed higher reported rates of seeing advertising on walls or furniture or on items such as napkins and coasters. As might be expected, current smokers (other than social smokers) were much more likely than the other groups to have reported seeing cigarettes being given away by tobacco company representatives, although social smokers appeared to be more aware of these promotions as well.
Just over 10% (11.3 (1.3)%) of young adults reported that they had attended a bar or club event sponsored by a tobacco company. Overall, 96.9 (0.7)% of bar and club attenders reported seeing people smoke just outside the entrance, and despite California's total ban on smoking in these indoor workplace venues since January 1998, nearly half (49.1 (1.9)%) reported seeing someone smoking inside a bar or club.
DISCUSSION
This study confirms the importance of bars and clubs for the tobacco industry in gaining access to young people with their advertising and promotions. Since about three quarters of young adult smokers reported that they enjoyed smoking while drinking, the link between drinking and smoking is well established. In California, about one third of all young adults attend bars and clubs at least sometimes, and nearly 60% of bar and club goers said they saw tobacco advertising and promotions in these settings; this translates to about 20% (60% of one third) of the total young adult population 18-29 years of age. Among young adults at risk for future smoking, who more often reported going to bars and clubs and more often reported seeing advertising and promotions there, the tobacco industry has gained access to about 30% (60% of one half).
Joining in and enjoying the activities of drinking and smoking in the social settings that bars and clubs provide may be responsible in part for the creation of ''social smokers''. For this group, a further industry goal would be to escalate their smoking toward dependence. Social smokers tended not to think of themselves as addicted and thought they could quit whenever they wanted. Whether these social smokers will become dependent smokers cannot be Figure 1 Percentage of young adults who recalled seeing cigarette advertising and promotions in bars and clubs according to whether or not they were non-smokers not at risk, nonsmokers at risk for future smoking, social smokers, or other current smokers.
determined from our cross sectional survey. Results from a recent longitudinal study of college freshmen and sophomores suggested that only about 10% of occasional smokers progressed to daily smoking, and about half quit during a four year follow up period. 22 Many of these occasional smokers may have been mainly social smokers. Thus, it is possible that a substantial proportion of social smokers may be able to keep from becoming dependent on nicotine in the future, but the risk for some remains. Bars and clubs may also be a setting in which former established smokers are likely to relapse.
Social smoking among young adults has only been studied relatively recently [23] [24] [25] ; in previous studies, the definition was less strict than in our analysis. Social smokers have generally been defined as those who ''smoke more when they are with other smokers than when alone'' or ''who mostly smoke when around other smokers''. We asked smokers to agree with the statement, ''I only smoke when others are smoking''. About 30% of current smokers (including experimenters) agreed with this statement, which is about the same as in a Massachusetts population study of 18-30 year olds, 25 but less than a study of college students indicating that 51% were social smokers. 24 Our study suggests that social smoking may be more prevalent among college students.
In 1998, California was the first US state that prohibited smoking in bars and clubs as indoor workplaces. Smoke-free workplaces not only protect non-smokers from secondhand smoke, but also tend to inhibit smoking behaviour. [26] [27] [28] [29] It would be expected that smoke-free bars would help to decouple drinking and smoking. Research in Australia suggested that smoke-free policies might help eliminate socially cued smoking in bars and clubs. [30] [31] Our data indicate that in 2002, despite the smoke-free law, nearly half of young adults who patronise bars and clubs had seen people smoking inside, although some of these instances may have occurred only very rarely or before California bars and clubs became smoke-free. The high rate of seeing smoking in bars and clubs may also be partly due to many California bars and clubs having outdoor patron patios where smoking is allowed. In any case, smokers can step outside to smoke.
Thus, smoke-free policies may not be as effective as anticipated in decoupling smoking and drinking. Further, it is likely that smokers tend to patronise more ''smoker friendly'' establishments that may be less likely to enforce the law prohibiting smoking indoors and more likely to have cigarette advertising and promotions, including cigarette giveaways on the premises. A study conducted before bars and clubs were smoke-free in the Boston area reported that those featured in cigarette advertising in a widely available entertainment weekly publication showed important differences compared to those not featured; perceived smoking prevalence and the percentage of patrons under 25 years of age appeared higher in the establishments featured, suggesting that they were indeed both more youth and smoker friendly. 32 Our results indicate that smokers, former smokers vulnerable to relapse, and experimenters and never smokers susceptible to smoking were more likely to be bar and club attenders than never smokers committed not to smoke. This association was strong and held even after adjustment for demographics and the presence of smokers in the social environment. Further, having or being willing to use a tobacco promotional item was also related to bar and club attendance. However, bars and clubs may be an important setting for young adults to obtain such items, since the 1998 Master Settlement Agreement banned distribution in other than adults only venues. 10 Thus, the direction of the association between having or being willing to use a tobacco promotional item and bar and club attendance is not clear.
Bar and club attendance appears lower in California than in Massachusetts. The Massachusetts population study indicated that 44% of young adults aged 18-30 years went to a bar or club at least weekly. 25 Our definition was less precise, but ''at least sometimes'' should have captured more people than ''at least weekly'', yet only about one third indicated attending at least sometimes. Whether bar and club attendance by young adults in other states is more similar to that observed in California or in Massachusetts is unknown.
A strength of our study is that it addresses the problem of cigarette advertising and promotions in the general population of young adults, rather than being limited to college students, a population much more often studied, [33] [34] [35] [36] and with lower smoking rates than those who never attended college. 35 36-39 However, as a cross sectional survey, it has several limitations. We examined reported exposure and receptivity, but we cannot relate these to future smoking behaviour. Although receptivity to tobacco advertising and promotions has been related to future smoking among adolescents, [4] [5] [6] we can only hypothesise that it might have a similar role for young adults. The variables used to define risk among never smokers and experimenters in our study have been highly predictive in longitudinal studies of adolescents, [40] [41] [42] [43] but again, such studies are needed in young adults. The type of variables used to define risk among former established smokers should be associated with increased relapse risk, 44 but the young adult group has not specifically been studied. Since our data are from self report, there may be some inaccuracies in our categorisations, but self report data has generally been found to be sufficiently accurate for smoking status both in adults 45 and adolescents 46 for most research purposes.
The generalisability of these results to all young adult Californians is limited by the response rates to these types of surveys. Young adults are particularly difficult to reach in telephone surveys that do not sample cell phones, despite repeated callbacks at all times of the day and week, because they are often not at home. Smokers and some groups with relatively high smoking rates (for example, males, those with less education) were less likely to have completed the extended interview. Smokers in particular showed high rates of bar and club attendance. Thus, if more young adults who are habitually not at home had been included in our sample, it is possible that an even higher percentage of the young adult population would have been identified as bar and club attenders, and thus likely to be exposed to bar and club advertising and promotions.
Accordingly, we believe that our estimate from California data that 20% of the young adult population 18-29 years of age has been accessed by the tobacco industry through its advertising in bars and clubs may be conservative for Californians and probably for the rest of the USA.
What this paper ads
Tobacco industry documents clearly indicate that cigarette companies target young adults with advertising and promotions in bars and clubs. However, it is not known what fraction of the young adult population might be exposed to and potentially influenced by these efforts.
The results of this study indicate that about 20% of the California young adult (18-29 years) population attends bars and clubs and has seen cigarette advertising and promotions in these venues and might be influenced. The percentage is even higher (,30%) for those at risk for future smoking. Because of study limitations, these results are likely conservative.
Nevertheless, the estimated 20% of young adult Californians (about 285 000 individuals in this age group) who were potentially influenced by the advertising and promotions they saw in bars and clubs is sizable. It is, therefore, essential that effective tobacco control counter measures aimed at young adults be explored and implemented. 7 36 47 
